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Abstract 

As the world confronts intensifying challenges such as climate change, resource depletion, and 

unsustainable consumption patterns, the strategic role of media and social campaigns in driving 

sustainable behavior becomes increasingly pivotal. This paper explores the dynamic influence of 

mass communication in fostering sustainable lifestyles and advancing the United Nations 

Sustainable Development Goals (SDGs), particularly SDG 12 (Responsible Consumption and 

Production) and SDG 13 (Climate Action).This study investigates the role of media and social 

campaigns in promoting sustainable lifestyles and contributing to the achievement of the United 

Nations Sustainable Development Goals (SDGs), particularly SDG 12 (Responsible 

Consumption and Production) and SDG 13 (Climate Action). It aims to understand how various 

forms of media influence environmental awareness, shape public opinion, and drive behavioral 

change toward sustainability. A qualitative research approach was adopted, integrating an 

extensive literature review with thematic case study analysis. The study examines traditional 

media (e.g., television, radio, print), digital platforms (e.g., social media, online content), and 

grassroots campaigns across different regions. Cases were selected based on their relevance to 

sustainability messaging and their documented impact on consumer behavior or policy shifts. 

Findings reveal that media and social campaigns play a significant role in enhancing environmental 

literacy and motivating sustainable choices at individual and community levels. Digital platform 

in particular, demonstrate higher engagement rates and rapid dissemination of sustainability 

messages. Successful campaigns often combine emotional storytelling with actionable 

information, aligning with local cultural contexts. However, challenges such as misinformation, 

limited access in rural areas, and short campaign durations reduce overall effectiveness. Media 

and social campaigns are powerful tools for promoting sustainable behavior and achieving 

sustainability goals. Their success depends on strategic content design, consistency, and the ability 

to foster long-term behavioral shifts. The study recommends an integrated communication 
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framework combining media literacy, localized content, and multi-stakeholder collaboration to 

enhance campaign effectiveness. Understanding the mechanisms by which media influences 

public behavior is essential for leveraging its full potential in global sustainability efforts. 

Keywords: sustainability, media campaigns, SDG 12, SDG 13, behavioral change, digital media, 

environmental communication. 

Introduction 

The imperative for sustainable living has never been more urgent. With the global population 

surpassing 8 billion and environmental resources being consumed at an unsustainable rate, 

adopting sustainable practices at every level of society has become critical. The United Nations 

Sustainable Development Goals (SDGs), adopted in 2015, represent a universal call to end 

poverty, protect the planet, and ensure prosperity for all. Among these, SDG 12 and SDG 13 

explicitly target responsible consumption and climate action, both of which require significant 

public participation. 

Media and communication strategies have the potential to shape human behavior in powerful 

ways. Historically, media has been used to drive awareness on various social issues, from public 

health to political mobilization. In the sustainability domain, its influence has only grown stronger 

with the advent of social media, which has democratized content creation and dissemination. 

Today, individuals and communities can share environmental narratives that influence policy, 

consumer choices, and corporate responsibility. 

This paper explores the mechanisms through which media influences sustainable behavior. It asks: 

How do different forms of media affect public attitudes and actions related to sustainability? What 

makes a campaign successful? What challenges do communicators face in the digital age? These 

questions are explored through case studies, theoretical frameworks, and analysis of contemporary 

campaigns. 

Theoretical Framework and Literature Review 

The influence of media on public behavior is rooted in several foundational communication 

theories. Agenda-setting theory suggests that while media may not dictate what individuals think, 

it significantly influences the topics they consider important. Complementing this, cultivation 

theory posits that sustained media exposure gradually shapes individuals’ perceptions of reality. 

Within the context of sustainability, these frameworks highlight how consistent messaging about 
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environmental issues can normalize eco-friendly behaviors and elevate them to societal norms. 

Social marketing theory, introduced by Kotler and Zaltman (1971), provides a particularly relevant 

lens. It advocates for the application of traditional marketing strategies to promote behaviors that 

benefit both individuals and society. This theory is often reflected in sustainability-focused 

campaigns that encourage reduced consumption, responsible waste management, and support for 

ethical brands. 

Contemporary scholarship emphasizes the evolving role of digital platforms in shaping public 

behavior. Kapoor et al. (2018) note that platforms such as Twitter and Instagram facilitate peer- 

to-peer influence, where behavioral norms are transmitted within social networks. Peattie and 

Peattie (2009) further argue that for media messages to be effective, they must create emotional 

resonance and present clear, actionable guidance. 

Nevertheless, media-driven efforts are not without limitations. Delmas and Burbano (2011) warn 

against greenwashing—the dissemination of misleading or exaggerated environmental claims— 

which can erode public trust and undermine genuine sustainability movements. Heeks (2020) adds 

that digital inequality remains a critical barrier; media campaigns often overlook marginalized 

populations due to infrastructural shortcomings or gaps in digital literacy, limiting the reach and 

inclusivity of sustainability communication. 

Research Gap 

In recent decades, media has emerged as a powerful tool for shaping public behavior, particularly 

in areas related to environmental consciousness and sustainable living. Numerous studies have 

explored how media influences perception and how marketing strategies can be used to promote 

socially beneficial behaviors (Kotler & Zaltman, 1971; Peattie & Peattie, 2009). However, despite 

a growing body of work on sustainability communication, there remains a notable gap in empirical 

research linking media influence directly to the promotion of sustainable lifestyles in the context 

of the United Nations Sustainable Development Goals (UN SDGs). Much of the existing literature 

either focuses broadly on environmental communication or is limited to awareness-building, rather 

than examining long-term behavioral outcomes or attitudinal shifts toward sustainability. 

Further, while the rise of digital platforms such as Twitter, Instagram, and YouTube has enabled 

user-generated content and peer-to-peer influence (Kapoor et al., 2018), studies rarely delve into 

the differential impacts of these platforms across diverse socio-economic populations. Particularly 

underexplored is the influence of media campaigns on marginalized groups who often face 
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challenges such as limited internet access, low digital literacy, and infrastructural inadequacies 

(Heeks, 2020). These disparities may create a significant digital divide in how sustainability 

messages are received and acted upon. 

Another under-addressed issue is the growing trend of greenwashing—where corporations 

exaggerate or fabricate sustainability claims to appeal to ethically conscious consumers. This 

phenomenon, as highlighted by Delmas and Burbano (2011), threatens the credibility of genuine 

sustainability efforts and can lead to public cynicism. Yet, there is insufficient research on how 

consumers differentiate between authentic and deceptive messaging and how such perceptions 

affect their behaviors.This study seeks to bridge these gaps by investigating the comprehensive 

role of media and social campaigns in influencing sustainable lifestyles, while also evaluating the 

extent to which these efforts align with and support the achievement of the UN SDGs. It 

emphasizes a need for contextualized, inclusive research that captures both the opportunities and 

limitations of media in fostering sustainable behavior change. 

Research Objectives 

This research is designed to systematically investigate the role of media and social campaigns in 

encouraging sustainable lifestyles, with a focus on their effectiveness in supporting the United 

Nations Sustainable Development Goals (UN SDGs). Grounded in communication theories and 

social marketing principles, the study aims to unpack both the potentials and limitations of media- 

led interventions across different social and economic contexts. The following objectives guide 

the scope of this inquiry: 

• To examine the extent to which media exposure—across traditional and digital 

platforms—influences individuals' awareness, attitudes, and practices related to 

sustainable living. This includes the frequency, tone, and framing of sustainability-related 

content. 

• To assess how social marketing campaigns promote behavioral changes such as 

responsible consumption, ethical purchasing, energy conservation, and waste reduction. 

The study will consider campaign strategies that utilize emotional appeal, social proof, and 

actionable steps. 

• To evaluate the credibility and perceived authenticity of sustainability messages in light 

of increasing concerns around greenwashing. It will explore how trust, message clarity, 
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and brand transparency influence audience response and long-term behavior. 

• To explore the role of digital media platforms in facilitating peer-to-peer influence and 

norm-setting around sustainable behaviors, especially within online communities and 

influencer networks. 

• To identify the socio-demographic factors—such as age, income, education level, and 

digital literacy—that mediate the impact of media campaigns, particularly among 

underrepresented or digitally disadvantaged populations. 

Research Quotient 

The dynamic intersection of media, social campaigns, and sustainability presents a fertile area for 

academic inquiry, especially in light of the global push to meet the United Nations Sustainable 

Development Goals (UN SDGs). Despite the increasing deployment of media campaigns 

promoting sustainable practices, there remains a limited understanding of their actual effectiveness 

in fostering meaningful behavior change across diverse populations. This research seeks to 

investigate this intersection by formulating a central research quotient that guides the inquiry and 

exploration of variables involved. 

Research Quotient (RQ): 

To what extent do media and social campaigns influence individual and collective sustainable 

lifestyle choices, and how do these influences contribute to achieving the United Nations 

Sustainable Development Goals across different socio-economic and digital access groups? 

This question arises from the need to understand not only if media influences sustainable behavior, 

but how, to what extent, and in which contexts it is most impactful. It also addresses the issue of 

message authenticity, particularly concerning greenwashing and digital inequality, both of which 

pose significant challenges to inclusive and trustworthy sustainability communication. The 

research quotient is inherently interdisciplinary, drawing from media studies, sustainability 

science, behavioral psychology, and development studies, thereby contributing to both theoretical 

advancement and practical application. 

This inquiry further encourages exploration into sub-questions such as: 

• What types of media content are most effective in motivating sustainable actions? 

• How does media influence differ across age, education, and income groups? 
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• Are digitally marginalized populations being left behind in sustainability awareness 

campaigns 

Hypothesis 

Based on the theoretical foundations of agenda-setting theory, cultivation theory, and social 

marketing, this research proposes several hypotheses to examine the relationship between media 

exposure, campaign credibility, and sustainable behavioral outcomes. These hypotheses are 

structured to test the influence of both traditional and digital media, accounting for message 

authenticity and demographic moderators. 

Primary Hypothesis (H₁): 

H1: Exposure to sustainability-focused media campaigns positively influences the adoption of 

sustainable lifestyle behaviors among individuals. 

This hypothesis is grounded in cultivation and agenda-setting theories, which suggest that repeated 

exposure to specific messages can shape attitudes and perceived norms. The assumption is that 

individuals who are frequently exposed to sustainability-related content are more likely to 

internalize and act on those values. 

Secondary Hypotheses: 

H₂: Digital media platforms (e.g., social media) have a stronger influence on sustainable behavior 

adoption than traditional media (e.g., TV, newspapers), due to their interactive and peer- 

influenced nature. 

H₃: Perceived credibility of sustainability campaigns (i.e., low levels of greenwashing) 

significantly enhances their effectiveness in influencing behavior. 

H₄: Socio-demographic variables (such as income, education level, and digital literacy) moderate 

the relationship between media exposure and sustainable behavior adoption. 

H₅: Individuals within high digital access groups show greater responsiveness to media campaigns 

promoting sustainability compared to those in low access groups. 

 

These hypotheses aim to capture both the direct and conditional effects of media and 

campaign characteristics on behavior. Through statistical analysis of survey data and case 

studies, this research seeks to test these relationships and identify the most influential factors in 
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leveraging media for sustainable development. The outcome will not only validate theoretical 

propositions but also offer practical insights for media practitioners, policy-makers, and 

sustainability advocates. 

Selection of Case Studies 

To understand the multifaceted role of media and social campaigns in promoting sustainable 

lifestyles, three prominent campaigns were selected for in-depth examination. These campaigns 

vary significantly in terms of geographical scope, communication strategy, and thematic focus, 

offering valuable insight into the diversity of approaches and outcomes. 

The first is Swachh Bharat Abhiyan (Clean India Mission), a large-scale sanitation campaign 

launched by the Government of India in 2014. This initiative exemplifies how mass media, 

celebrity endorsements, and government outreach can be combined to address public health and 

hygiene. It utilized an extensive media strategy, involving traditional platforms like television, 

radio, and print, as well as digital and grassroots mobilization. Public figures helped normalize 

toilet use and civic cleanliness across socio-economic segments. 

The second case is the Fridays for Future movement, a decentralized global youth campaign 

initiated by Greta Thunberg in 2018. Leveraging digital platforms, this initiative showcases the 

power of social media in mobilizing youth activism for climate action. Its decentralized nature 

allowed for rapid global spread, while its use of visual storytelling and emotional appeal 

galvanized millions to participate in protests and strikes. 

The third example, #MeatlessMonday, is a long-running global campaign aimed at reducing meat 

consumption for environmental and health reasons. It relies heavily on digital storytelling, 

institutional partnerships, and food influencers to advocate for more sustainable diets. By 

integrating actionable steps into everyday routines, it encourages small but significant lifestyle 

changes. 

Together, these campaigns offer a spectrum of strategies—government-led initiatives, grassroots 

youth activism, and lifestyle-driven advocacy—that illustrate how diverse media-driven 

approaches contribute to the promotion of sustainability value. These three case studies illustrate 

the variety of approaches used in media-driven sustainability efforts, each with unique strengths 

and contextual limitations 
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Dimensions of Campaign Success 

The success of sustainability campaigns is influenced by several interconnected dimensions, each 

playing a vital role in shaping public engagement and behavioral change. Emotional resonance 

stands out as a critical factor. Campaigns that evoke feelings such as empathy, urgency, or hope 

tend to have a stronger impact than those relying solely on data or factual information. The Fridays 

for Future movement, for example, captured global attention not just through facts about climate 

change but by centering youth voices and emotional storytelling, particularly through Greta 

Thunberg’s impassioned speeches and social media posts. This emotional appeal humanized the 

climate crisis, making it relatable and urgent. 

Consistency and visibility across communication platforms are equally essential. The 

omnipresence of messages reinforces memory and drives action. Swachh Bharat Abhiyan 

effectively used this strategy by integrating its messaging into everyday life through public 

signage, school curricula, celebrity endorsements, and regular media updates. This constant 

repetition helped embed cleanliness as a social norm, especially in rural areas. 

Community involvement emerges as another determinant of success. Campaigns that incorporate 

grassroots participation foster a sense of ownership and accountability. When communities are 

part of the solution-making process, their engagement becomes deeper and more sustained. For 

instance, localized adaptations of #MeatlessMonday that involved schools, local chefs, and 

community leaders had better acceptance and outcomes compared to top-down implementations. 

Inclusivity and representation further determine campaign reach and effectiveness. A campaign 

that mirrors the diversity of its audience builds trust and connection. When people see themselves 

represented in a message—whether through language, imagery, or spokespersons—they are more 

likely to respond positively. This is especially important in multicultural or socio-economically 

diverse settings where one-size-fits-all strategies may fall short. 

Together, these dimensions—emotional resonance, consistent visibility, community engagement, 

and inclusivity—form the foundation of successful sustainability communication strategies. When 

campaigns actively integrate these principles, they are more likely to produce meaningful, long- 

term impact. 

Challenges Facing Media-Driven Sustainability Campaigns 
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Despite their potential, media-driven sustainability campaigns face several pressing challenges 

that hinder their effectiveness and inclusivity. One of the most concerning is the prevalence of 

misinformation and greenwashing. As businesses increasingly position themselves as sustainable, 

some resort to making misleading claims to attract eco-conscious consumers. This undermines 

public trust and dilutes the credibility of genuine sustainability efforts. When audiences perceive 

inconsistencies or exaggerations, they may become skeptical of all sustainability messaging, which 

can ultimately stall progress. 

Another growing challenge is media fatigue and desensitization. Constant exposure to dire 

environmental warnings and crisis narratives can overwhelm audiences, leading to emotional 

burnout and disengagement. While urgency is necessary, campaigns must also inspire hope and 

present achievable actions. Balancing problem awareness with solution-oriented messaging is key 

to keeping audiences motivated rather than paralyzed. 

Digital inequality is another significant barrier. With over 2.7 billion people globally lacking 

internet access, campaigns that rely exclusively on digital media risk excluding large segments of 

the population, particularly in rural or low-income areas. This digital divide not only limits 

campaign reach but also perpetuates existing disparities in sustainability knowledge and 

participation. 

Cultural diversity presents its own complexities. Sustainability messaging developed in one 

context may fail to resonate or even alienate audiences in another. Campaigns that overlook 

cultural norms, languages, and local values often struggle to gain traction. Localization—tailoring 

content to reflect local realities—is essential to avoid cultural mismatches that hinder engagement. 

Finally, the dynamic nature of social media poses both opportunities and risks. While platforms 

enable rapid dissemination, they also amplify polarizing views and can be prone to 

algorithmic. biases that limit the visibility of certain messages. Navigating these digital 

ecosystems requires strategic media literacy and ethical content curation.Addressing these 

challenges demands a nuanced, inclusive, and ethically grounded approach. Only then can media 

campaigns realize their full potential in advancing sustainable lifestyles and contributing to the 

global sustainability agenda. 

Strategic Recommendations 

To enhance the impact of media and social campaigns on promoting sustainable lifestyles, a series 
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of strategic recommendations can be proposed based on observed challenges and successes. First, 

campaigns should develop culturally adaptive content. This means using local languages, idioms, 

and references that resonate with specific communities. Involving local influencers and leaders in 

message creation ensures that content feels authentic and contextually relevant, thus increasing 

engagement. 

Secondly, fostering cross-sector collaborations is critical. Sustainability cannot be promoted in 

isolation; it requires the combined efforts of governments, civil society, educational institutions, 

businesses, and media organizations. These partnerships not only amplify reach but also bring 

together varied expertise and resources. For example, partnerships between NGOs and media 

outlets can produce high-quality, informative content, while government support can ensure 

broader dissemination. 

Encouraging participatory communication is another vital step. Instead of treating audiences as 

passive recipients, campaigns should invite them to co-create content. This could take the form of 

citizen journalism, local storytelling, or user-generated content campaigns. Peer-to-peer influence 

often carries more weight than top-down messaging and enhances the credibility of the campaign. 

Effective monitoring and evaluation are essential for understanding campaign impact and making 

necessary adjustments. Establishing measurable objectives, tracking key performance indicators, 

and incorporating audience feedback can help refine strategies over time. This iterative process 

ensures continuous improvement and relevance in rapidly evolving media environments. 

Promoting digital inclusion should also be prioritized. In regions with limited internet access, 

offline strategies such as community radio, theater, and printed materials can help bridge the 

communication gap. Hybrid approaches that integrate online and offline media can ensure that no 

segment of the population is left behind. 

Finally, campaigns should aim to strike a balance between urgency and optimism. While it is 

important to communicate the seriousness of environmental challenges, narratives that empower 

and inspire action are more likely to sustain engagement over time. Hope-driven storytelling, 

showcasing positive change and practical solutions, can transform passive awareness into 

proactive participation. 

By implementing these strategic recommendations, media and social campaigns can become more 

inclusive, impactful, and aligned with the broader goal of achieving sustainable development. 

Conclusion 
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Media and social campaigns are indispensable tools in the global pursuit of sustainable 

development. They influence public consciousness, reshape behaviors, and build collective 

momentum toward systemic change. In an era defined by climate urgency and social 

transformation, media platforms serve not only as information channels but as spaces of 

empowerment and advocacy. Their capacity to reach diverse audiences, frame public discourse, 

and inspire civic participation places them at the forefront of efforts to achieve the United Nations 

Sustainable Development Goals (SDGs). 

The case studies examined—Swachh Bharat Abhiyan, Fridays for Future, and 

#MeatlessMonday—highlight the varied ways in which campaigns can mobilize communities, 

from institutional-led sanitation reforms to youth-driven climate protests and lifestyle-oriented 

dietary shifts. Despite their differences, all three campaigns share common traits of emotional 

appeal, consistent visibility, and engagement strategies that reflect their audiences' realities. 

However, the challenges of misinformation, digital exclusion, media fatigue, and cultural 

disconnects underscore the importance of strategic design and ethical execution. Sustainability 

messaging must be grounded in accuracy, inclusivity, and empathy to avoid alienation and foster 

trust. Moreover, campaigns must continuously adapt to the rapidly evolving media landscape and 

shifting public expectations. 

Going forward, the role of media must be envisioned not merely as a means of dissemination, but 

as a dynamic platform for dialogue, co-creation, and collective action. Media campaigns that are 

participatory, culturally sensitive, and rooted in localized realities have the potential to transcend 

awareness and catalyze deep, lasting change. 

Ultimately, to truly drive sustainable lifestyles, campaigns must move beyond momentary 

engagement to embed sustainable values into societal norms and institutional practices. When 

aligned with strategic communication principles and inclusive practices, media becomes not just 

a messenger but a transformative force in building a more just, resilient, and sustainable world 

References 

• Delmas, M. A., & Burbano, V. C. (2011). The drivers of greenwashing. California 

Management Review, 54(1), 64–87. https://doi.org/10.1525/cmr.2011.54.1.64 

• Heeks, R. (2020). Information and communication technology for development (ICT4D) 

(2nd ed.). Routledge. 



Conference Proceedings International Conference on Sustainable Development Goals- Challenges, Issues 

& Practices by TMIMT- College of Management, Teerthanker Mahaveer University, Moradabad 25th & 

26th April 2025 TMIMT International Journal (ISSN: 2348-988X) 

 

 

12                                                           ICSDG-CIP-2025 25th- 26th April 2025 

• Kapoor, K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S. (2018). 

Advances in social media research: Past, present and future. Information Systems 

Frontiers, 20, 531–558. https://doi.org/10.1007/s10796-017-9810-y 

• Kotler, P., & Zaltman, G. (1971). Social marketing: An approach to planned social 

change. 

• Journal of Marketing, 35(3), 3–12. https://doi.org/10.1177/002224297103500302 

• Peattie, K., & Peattie, S. (2009). Social marketing: A pathway to consumption reduction? 

• Journal of Business Research, 62(2), 260–268. 

https://doi.org/10.1016/j.jbusres.2008.01.033 

• Ma, X., Arif, A., Kaur, P., Jain, V., Refiana Said, L., & Mughal, N. (2022). Revealing the 

effectiveness of technological innovation shocks on CO2 emissions in BRICS: emerging 

challenges and implications. Environmental Science and Pollution Research, 29(31), 

47373-47381. 

• Hasan, N., Nanda, S., Singh, G., Sharma, V., Kaur, G., & Jain, V. (2024, February). 

Adoption of Blockchain Technology in Productivity And Automation Process of 

Microfinance Services. In 2024 4th International Conference on Innovative Practices in 

Technology and Management (ICIPTM) (pp. 1-5). IEEE. 

• Jan, N., Jain, V., Li, Z., Sattar, J., & Tongkachok, K. (2022). Post-COVID-19 investor 

psychology and individual investment decision: A moderating role of information 

availability. Frontiers in Psychology, 13, 846088. 

• Maurya, S. K., Jain, V., Setiawan, R., Ashraf, A., Koti, K., Niranjan, K., ... & Rajest, S. 

S. (2021). The Conditional Analysis of Principals Bullying Teachers Reasons in The 

Surroundings of The City (Doctoral dissertation, Petra Christian University). 

• Anand, R., Juneja, S., Juneja, A., Jain, V., & Kannan, R. (Eds.). (2023). Integration of 

IoT with cloud computing for smart applications. CRC Press. 

• Dadhich, M., Pahwa, M. S., Jain, V., & Doshi, R. (2021). Predictive models for stock 

market index using stochastic time series ARIMA modeling in emerging economy. 

In Advances in Mechanical Engineering: Select Proceedings of CAMSE 2020 (pp. 281-

290). Springer Singapore. 

• Ahmad, A. Y., Jain, V., Verma, C., Chauhan, A., Singh, A., Gupta, A., & Pramanik, S. 

https://doi.org/10.1016/j.jbusres.2008.01.033


Conference Proceedings International Conference on Sustainable Development Goals- Challenges, Issues 

& Practices by TMIMT- College of Management, Teerthanker Mahaveer University, Moradabad 25th & 

26th April 2025 TMIMT International Journal (ISSN: 2348-988X) 

 

 

13                                                           ICSDG-CIP-2025 25th- 26th April 2025 

(2024). CSR Objectives and Public Institute Management in the Republic of Slovenia. 

In Ethical Quandaries in Business Practices: Exploring Morality and Social 

Responsibility (pp. 183-202). IGI Global. 

• Verma, C., Sharma, R., Kaushik, P., & Jain, V. (2024). The Role of Microfinance 

Initiatives in Promoting Sustainable Economic Development: Exploring Opportunities, 

Challenges, and Outcomes. 

• Liu, L., Bashir, T., Abdalla, A. A., Salman, A., Ramos-Meza, C. S., Jain, V., & Shabbir, 

M. S. (2024). Can money supply endogeneity influence bank stock returns? A case study 

of South Asian economies. Environment, Development and Sustainability, 26(2), 2775-

2787. 

• Zhang, M., Jain, V., Qian, X., Ramos-Meza, C. S., Ali, S. A., Sharma, P., ... & Shabbir, 

M. S. (2023). The dynamic relationship among technological innovation, international 

trade, and energy production. Frontiers in Environmental Science, 10, 967138. 

• Cao, Y., Tabasam, A. H., Ahtsham Ali, S., Ashiq, A., Ramos-Meza, C. S., Jain, V., & 

Shahzad Shabbir, M. (2023). The dynamic role of sustainable development goals to 

eradicate the multidimensional poverty: evidence from emerging economy. Economic 

research-Ekonomska istraživanja, 36(3). 

• Liu, Y., Cao, D., Cao, X., Jain, V., Chawla, C., Shabbir, M. S., & Ramos-Meza, C. S. 

(2023). The effects of MDR-TB treatment regimens through socioeconomic and spatial 

characteristics on environmental-health outcomes: evidence from Chinese 

hospitals. Energy & Environment, 34(4), 1081-1093. 

• Chawla, C., Jain, V., Joshi, A., & Gupta, V. (2013). A study of satisfaction level and 

awareness of tax-payers towards e-filing of income tax return—with reference to 

Moradabad city. International Monthly Refereed Journal of Research In Management & 

Technology, 2, 60-66. 

• Kaur, M., Sinha, R., Chaudhary, V., Sikandar, M. A., Jain, V., Gambhir, V., & Dhiman, 

V. (2022). Impact of COVID-19 pandemic on the livelihood of employees in different 

sectors. Materials Today: Proceedings, 51, 764-769. 

• Liu, Y., Salman, A., Khan, K., Mahmood, C. K., Ramos-Meza, C. S., Jain, V., & Shabbir, 

M. S. (2023). The effect of green energy production, green technological innovation, 



Conference Proceedings International Conference on Sustainable Development Goals- Challenges, Issues 

& Practices by TMIMT- College of Management, Teerthanker Mahaveer University, Moradabad 25th & 

26th April 2025 TMIMT International Journal (ISSN: 2348-988X) 

 

 

14                                                           ICSDG-CIP-2025 25th- 26th April 2025 

green international trade, on ecological footprints. Environment, Development and 

Sustainability, 1-14. 

• Jun, W., Mughal, N., Kaur, P., Xing, Z., & Jain, V. (2022). Achieving green environment 

targets in the world’s top 10 emitter countries: the role of green innovations and 

renewable electricity production. Economic research-Ekonomska istraživanja, 35(1), 

5310-5335. 

• Verma, C., & Jain, V. Exploring Promotional Strategies in Private Universities: A 

Comprehensive Analysis of Tactics and Innovative Approaches. 

• Jain, V., Ramos-Meza, C. S., Aslam, E., Chawla, C., Nawab, T., Shabbir, M. S., & 

Bansal, A. (2023). Do energy resources matter for growth level? The dynamic effects of 

different strategies of renewable energy, carbon emissions on sustainable economic 

growth. Clean Technologies and Environmental Policy, 25(3), 771-777. 

• Jain, V., Rastogi, M., Ramesh, J. V. N., Chauhan, A., Agarwal, P., Pramanik, S., & 

Gupta, A. (2023). FinTech and Artificial Intelligence in Relationship Banking and 

Computer Technology. In AI, IoT, and Blockchain Breakthroughs in E-Governance (pp. 

169-187). IGI Global. 


